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Political Personalism and Democratic Culture in San Luis, Argentina1 
______________________________________________________________________________________________________ 
Sergio Ricardo Quiroga 
ICAES 
National San Luis University 
Argentina 
 





This paper addresses the phenomenon of political personalism, populism and democratic culture in the province of 
San Luis, Argentina, in the period 2015-2019 and intends to formulate a preliminary analysis to understand the 
complexity of the social and political phenomena experienced by San Luis. Since the advent of democracy in 
Argentina in December 1983, the brothers Alberto and Adolfo Rodríguez Saá have governed the province of San Luis. 
The Peronist party has a clear hegemony in San Luis, since December 1983, without interruptions. Political 
personalism has been relatively researched in the Latin American political / communicational field and under that 
concept different ideas and conceptions can be deployed. On the other hand, democratic culture is linked among 
other factors to mobilization and citizen participation. In this context, there is a perception that more and more 
citizens are disconnected from a political party in a context of electoral disorder and volatility, reducing the role of 
party representation and improving the personalization of the representative process. Personalism is related to 
representation: the public person is split from the group-partisan. The individual who has representation in the 
collegiate bodies adopts decisions more by autonomous decision convenient to their own interests, than by mandate 
of their represented. The weakening of political parties and the difficulties of representation have been factors that 
have promoted personalization as a political attitude and political personalization has also affected political parties by 
fragmenting and weakening them. The opacity of these democracies (Quiroga, 2016) is a breeding ground where 
political personalism finds a favorable environment for its presence in addition to existing in the case of San Luis, 
symbolization processes where the political leader is confused with popular symbols to achieve greater adherence of 
citizens. An opaque democracy is characterized as that in which a power (executive power) has more influence and 
imposes itself on the other powers. 
 
Keywords: Political personalism, democracy, symbols 
 
1 The first version of this paper has been accepted at the European Consortium for Political Research (ECPR) General 
Conference #VGC‘2020 (Virtual Event), Section S63: “The Citizens and the State: The Relationship Between Polity 
Dynamics and Political Culture”, Panel#376: “State-Building and Democracy-Building - Legitimacy and Trust: A 
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The state administration requires the action of the three powers of democracy: executive, 
legislative and judicial, institutions that have associated specific roles and ways of acting and 
that, in the case of the executive and legislative powers, its representatives are mainly elected 
through elections, periodically formulated by citizens in electoral acts. However, sometimes, that 
ideal functioning that we describe and that should work in all democracies does not happen. 
This work pays special attention to the phenomenon of political personalism, a prism through 
which we can take a look (among many possible) at the democracy of San Luis, Argentina. 
In Argentina and Latin America, we note the exhaustion of traditional politics, particularly 
in the growing contradictions that governments experience when deepening extractivism, 
allowing scandalous levels of corruption and increasingly intolerant of dissent. Anti-democratic 
authoritarianism has begun to grow in the region showing its most terrible face, in which 
political participation begins to be risky for people. 
In the case of the province of San Luis, in Argentina, the Justicialista Party (heir to the 
teachings of Juan Domingo Perón, three times president of Argentina), has been in power for 
more than thirty-six years since the arrival of democracy in Argentina in December 1983. Its 
leaders are the brothers Rodríguez Saá, Adolfo and Alberto. San Luis is a small province, located 
almost in the geographic center of Argentina with just 500,000 inhabitants. 
These characters in the political history of San Luis built their political power day by day 
on the basis of the construction of an epic and myths as a style of communication aided by the 
low relative weight of the provincial press, heavy investment in public works and purchases of 
wills. Public works were an important engine of its management, often of low quality, although 
strategic areas such as health, public education and security were neglected for many years. 
Under the government of Adolfo Rodríguez Saá (five times governor of San Luis and former 
president of Argentina in a mandate that lasted five days), plans were promoted for small social 
houses, some carried out in inadequate places and with few controls on the companies awarded 
these plays. 
San Luis was in 1970 a province where livestock and agriculture prevailed. The incipient 
industrialization of San Luis began around 1982, with the industrial promotion regime that 
governed the country. The industrial regime established that the industries established in the 
provinces of La Rioja, Catamarca, San Luis, and San Juan were exempt from paying income tax 
and value added tax. Law 22.021 was enacted in 1979 and only granted these benefits to the 
province of La Rioja. Then, between 1982 and 1983 the extension and validity of the tax 
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The Industrial Promotion Law made it possible for different companies with tax benefits 
to settle on San Luis land since 1980. Citizens of different Argentine provinces came to San Luis 
with the dream of working, obtained employment and settled in the province. Both the new 
social composition and the emerging changes that arose as a consequence of the demographic 
growth produced by the arrival of new settlers (workers, businessmen, etc.) since the 
implementation of the Industrial Promotion Law since 1980, have modified the urban and social 
geography of the province (Quiroga, 2018). The offer of employment in San Luis was attractive 
due to the stagnation and recurrent economic crises that Argentina was experiencing in that 
period and allowed new settlers to arrive in search of employment in San Luis. 
The Peronist party of San Luis with the Rodríguez Saá brothers in government, knew how 
to construct the myth of good government in a climate of social peace and a certain economic 
boom thanks to a government strategy that included various public policies, such as the 
development of myths, the control of government and allied media, concealment of 
information, official press services, distribution of "official" advertising in media close to power 
in a context of artisan journalism and famine. Trosello (2008) and Heredia (2019) thoroughly 
described the corrupt regime in San Luis. Heredia (2015) narrated extensively how Alberto and 
Adolfo Rodríguez Saá were denounced on three occasions for illicit enrichment, but all the 
complaints were dismissed by a Judicial Branch subject to the impositions of the Executive 
Power. These characters were two lawyers who in 1983 only had one house each, in addition to 
two modest cars and thanks to corruption with industrial settlement and management of public 
works, in a short time they became the billionaire rulers who, with Its immense economic power 
has been digging up the destinies of the province of San Luis for 36 years, without any spring of 
power escaping its management. In San Luis, in August 2017, the Justicialista Party led by 
Alberto and Adolfo Rodríguez Saá, lost the Open, Simultaneous and Compulsory Primary 
Elections (PASO) against the candidate Poggi. Far from mourning the defeat, the Rodríguez Saá 
brothers put into operation the entire machinery of the state to win the legislative elections in 
October of the same year, inaugurating picnic areas and all kinds of social aid to the neediest 
sectors that they themselves helped to create by their permanence in the power. By force of 
social plans, picnic areas and subsidies, the Justicialista Party, with these political figures at the 
head, won the elections. The same happened in the year 2019, winning Alberto Rodriguez Saá 
another term as 4-year governor. They were new disappointments for the progressive sectors of 
the province of San Luis. 
The democracy of San Luis in the forms and an authoritarian regime in the action of the 
two Rodríguez Saá brothers over the years with the construction of an epic, a myth (Quiroga, 
2018) with strong social and media. Epic stories often attract and sensitize, easily relate people 
to the characters and as a consequence, it is easy to reproduce these stories while leaving the 
community itself feeling part of it. 
 
 
2. Opaque Democracy and Hybrid Democratic Culture 
Opaque democracies are characterized by tenuous or non-existent institutionalized division of 
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transparency, recurring disqualifications to the press and little citizen participation in public 
affairs, etc. When the executive power has preeminence over other powers of democracy, there 
is no transparency in the management of the state and confusion between public and private 
businesses and a personalistic political culture usually develops, we are in the presence of an 
opaque democracy (Quiroga, 2018). 
An opaque democracy is one in which one power (executive power) has more influence 
and is imposed on others, that is, there is a preeminence of the executive power over other 
powers and is characterized by the concentration of control and power in Few hands, where 
citizen participation is not favored, is restricted and scarce, government information is not 
abundant, and a general context where opposition and transgressor voices have great 
difficulties to express themselves (Quiroga, 2016). The space between citizens and rulers is wide, 
characterized by growing inequality that tends to widen. 
In this approach, we characterize personalism in a negative way as a tool for building a 
participatory democracy, but we leave open the question about the possibility of the existence 
of participatory democracies without the presence of personalist leaders. 
 
3. Political Personalization 
The study of personalization is important for the development of democracy in general and of 
institutions in particular, because it challenges the key role of political parties or political groups 
that are formed for eventual elections or to act in a sustained manner in the democratic system. 
However, the conceptual understanding of personalization, as well as the theoretical 
explanations for why and when personalization begins, are not yet sufficiently illuminated, and 
the empirical evidence on this phenomenon is still scant and inconclusive. 
Recent research is drawing a distinction between centralized personalization 
characterized by the presence in the democratic universe of a few political leaders who 
concentrate the majority of the preferential votes on the list, and decentralized personalization 
that occurs when a greater number of candidates manage to attract personal votes. Despite the 
relevance of personalization in political communication research, as well as other areas of study, 
there is a state of confusion in the literature on this concept. The main reason is that there is no 
consensus around a widely shared definition or concept. A general definition of personalism in 
politics could be understood as a complex construct characterized by the appropriation of the 
public for individual benefit carried out by actions that do not have institutional or cultural 
restrictions. You can understand personalism as a particular way of exercising a function, 
leadership and / or representation, where the social or institutional regulation of such exercise is 
exacerbated by its own criteria. Political personalization is a  
 
"process in which the political weight of the individual actor in the political process 
increases over time, while the centrality of the political group (that is, the political party) 
decreases" (Rahat and Sheafer, 2007, p .65) 
 
Rebolledo (2017, p.152) affirms that personalization exists when “it lies in turning the 
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interpreting the political reality that is taking place”. Personalism in public organizations is an 
emerging phenomenon of the social order and is basically characterized by the claim of certain 
individuals to belong, own and dominate the public scene in a long time. The weakening of 
political parties and the difficulties of representation have been factors that have promoted 
personalization as a political attitude and at the same time, political personalization has affected 
political parties, fragmenting, and weakening them. Parties suffer an erosion of partisan 
identities by average citizens and the gap has widened between representatives and 
represented. 
The personalist action of some politicians in a democracy has privileged their personal 
desires and ambitions over the public interest, alternately testing the indiscriminate use of 
authoritarian policies and the increase in repressive and control mechanisms, while also 
presenting an idea of administration of the It has been a space hidden from public light as an 
ideal place to generate your own business. Personalism is related to representation that is to 
say, with the public person in the personalist becoming appears split from the collective-
partisan. Political personalism is also a consequence of the lack of interest in the public, which 
chooses to give a subject the power to make decisions and which exposes citizens disinterested 
in public action. In this sense, personalism is any exercise of power derived from an institutional 
role, where the action is executed without taking into account of-, or without applying all the 
institutional channels established for taking such action. The individual who has the 
representation of his mandates in the collegiate bodies tends to make decisions convenient to 
his own interests, rather than by mandate of the represented. Personalism is the conjunction of 
the political man and his strong message around him that makes a group of citizens see reality 
through his eyes and that his personal figure is generally above the ideology of the political 
party. 
The faces of political personalism in the Latin American region carry negative signs. In 
Latin American countries, personalizing politics undermines political representation, creates a 
breeding ground for populist leadership, and can lead to political instability.  
The main triggers for personalization are the role of the media (Keeter, 1987, Brants and 
Voltmer, 2011) and the weakening of the electorate's identifications with political parties 
(Wattenberg 1991; Wattenberg, 1998; Mughan, 2000). 
Consistent with this view, different factors have contributed to the development of 
political personalism. On the one hand, the weakening of political parties, the difficulties of 
representation, the character of media stars of politicians, the rise of social media, and some 
abstention from citizen participation in public issues have been factors that have promoted the 
personalization as attitude and political conduct. Although personalization can, also be 
understood as part of the process of individualizing social life (Bauman, 2001). 
The emergence of different personalist cultures in Argentine democracy and their 
permanence over time has been the result of different factors. Among them: the weakness of 
political parties, the phenomenon of the transformation of politics as a spectacle, the decrease 
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4. The Weakness of Political Parties 
The weakening of political parties has allowed the development of personalizing political 
phenomena and, in turn, political personalization has also affected political parties, fragmenting 
and weakening them. One process helps the other and they occur at the same time. These 
traditional parties suffer an erosion of partisan identities by citizens, and the gap between 
representatives and represented is widening, according to various dynamics. On the other hand, 
reason yields to the more emotional dimensions, so the elections for representatives are usually 
more emotional than logical or rational. Personalism in politics has arisen in the erosion of 
democratic periodic elections based on a decrease in the electoral relevance of traditional 
political parties, progressively replaced by short-term factors, such as the nomination of figures 
from entertainment and sport to compete in the electoral game according to the leaders of 
those parties. Martínez Pandiani (2006: 68) considers that television is causing a great impact on 
modern political communication through five processes: mediating politics, audio-visualizing 
politics, spectacularizing politics, personalizing politics and marketing about politics. Bernard 
Manin (1998) has argued that the media have profoundly changed the structure of political 
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increasingly depends on the media's presentation of leaders, because "voters increasingly tend 
to vote for the person instead of the party or the program" (Manin, 1998, p. 267). 
Personalization would involve three factors: one, the very dynamics of the media, and 
especially audiovisual media, which tend to focus the discussion around people, rather than 
ideas; two, the weakening of political parties, the ideological fractures that would weaken the 
attractiveness of traditional political parties and that exposes their crisis and the uncertainty that 
arises from globalization and the formation and development of complex societies, favoring the 
need to delegate and trust the figure of a leader to face successive crises. 
 
 
5. Politics as a Show 
Personalization and spectacularization, applied to the field of political communication, 
constitute two phenomena that were gradually introduced in the western media, especially in 
television, stemming from the communication and marketing practices exercised in North 
American politics (Gil-Ramírez, Gómez de Travesedo-Rojas, Almansa-Martínez, 2019). Politicians 
have become characters who seek to capture the voter's attention. The logic of electoral 
disputes is within the media logic of the impact they can achieve and the speed of them due to 
their superficiality. The content or the background ideas do not matter, but what interests are 
the characters and their performance. On the other hand, when politics and entertainment are 
combined, the concept of politainment (Berrocal, 2017) arises, characterized as a union that is 
interesting for television networks that seek to attract and maintain their audiences. 
Some academics consider the union between information and entertainment as an 
advance in the media due to the interest they generate for young audiences or those far from 
politics, and others have a pessimistic view, since they consider that the rest of the information 
and journalism lose quality. The conventional media system configured by the press, radio, and 
television as the main vehicles of communication, has served for decades as an instrument of 
mediation between the political sphere and the citizenry, establishing itself as a key piece in 
shaping public opinion in democratic systems western. 
Edelman (1991) has early pointed out the role of the media as determining factors in the 
public perception of political reality, a reality constructed and permanently transformed by the 
set of symbols and meanings provided by the media. Stephen Lukes (2014) created a three-
dimensional model of power that was not ostensibly over the media. The first dimension of 
power was given by the media that people consume or the particular texts that citizens choose 
and that exert influence and power over them. The second dimension of power is constituted by 
the establishment of an agenda of issues that people should think about, and the third 
dimension of power is feasibility, that is, the means have to shape interests and desires. Likewise, 
the concept of "agenda" poses its difficulties, since it designates "the consciousness of the 
existence of an object and of the relative importance attributed to it" (Charron, 1998, p.81) and is 
presented as a hierarchical list of themes. McCombs (2006) explained that the media, when 
selecting the themes, construct representations of reality, although not all the media have the 
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6. Communication and Epic 
The government as an institution tends to propose government advertising as a substantive part 
of government communication (Rose, 2000), that is, it organizes those messages aimed at 
sustaining the epic and myth (Quiroga, 2020), highlighting the persuasive use of 
communication, associated with the organization of arguments that expose how governmental 
power and legitimacy are maintained through advertising (Rose, 2000). 
This epistemological perspective is located within the framework of political 
communication in the line of constructionism, which seeks to understand reality as a social 
product and that perceived reality, built by the first meanings that language gives. From 
constructionism, myths are considered as “a political development based on the long cycles of 
political communication” (Riorda, 2006, p.1) and also constituted by images of government 
management linked to the persuasive process, associated with the communication of myth and 
its risks, transformed into a coherent and complete belief system. 
The construction of myths helps the government's management, the construction of 
political consensus, the construction of power and its permanence on the public scene in a given 
context. In democracy, the media help create those positive or negative images of the 
management of government authorities through public discourses that are perceived and 
sensitized to citizens. 
In this context, the position of a ruler constitutes "an organized system that is based on 
the concept that communication can only take place at the right time and under the right 
circumstances" (Sánchez Galicia, 2013, p. 55). For Homs (2018) the only possibility of generating 
political credibility in more critical and mature societies is to align political discourse and actions 
to the daily problems of the citizen, to their fears and expectations, to their aspirations and 
moral values, and to the public image. of a ruler in the positioning of citizens has three 
possibilities for Homs (2013): 
They are: 
• Spontaneously, where each person identifies a public character through a more 
representative attribute or characteristic that also constitutes an element of 
differentiation. 
• By adversary strategy produced when the positioning of someone derives from 
the strategic aggression of an adversary. 
• By the ruler's own strategies that occurs when the ruler's main strength stands 
out and becomes a competitive advantage 
 
 
7. The Rise of Social Media and Its Use as Communication Channels 
The era of new media began approximately in the 1980s with the tendency of the media to 
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assuming a more relevant political role in political news coverage. Political candidates intensified 
their movements in them and used Twitter, Facebook or YouTube for political debate. Facebook 
and Twitter became a direct communication path with voters where political candidates 
launched themselves to promote their ideas. Social media was a channel for debate, for 
conversation, for listening, responding, and analyzing. The spectacularization of politics moved 
from traditional media to new media. In Argentina in 1983, with the arrival of democracy and the 
memory of the Military Dictatorship (1976-1983), citizens had renewed hopes for the 
possibilities of progressive transformation through democracy. 
Social networks became essential intermediaries that political and media actors use to 
communicate and guarantee their influence in front of citizens. Political leaders (and more 
personalists) have appropriated these means to achieve their ends and increasingly push the 
limits of discourse to the extreme. In the case of Alberto Rodríguez Saá, apart from the use of 
social media, the purchase of government advertising spaces on YouTube is observed. 
The changes became more radical when, in the 1990s, the Internet became a diffuser of 
political content (Owen, 2018). Initially, digital technology enabled platforms with some rigidity, 
and later it was able to offer portals with interactive elements. This allowed citizens to increase 
their capacity for political participation through technological devices that allowed them to react 
to political events or problems, communicate directly with candidates and leaders, contribute 
their own news, images, video and content, and participate in activities such as supporting 
candidates, and the organization of demonstrations (Owen, 2018), a phenomenon also marked 
by media individualization. 
Political marketing came to complement communication and the idea that networks 
handle an entire universe of data, which has been segmented according to the interests of each 
politician, likes (likes), location, etc. So now, understanding big data and the audience means 
understanding the juncture to plan a message for each segment of the audience. Politicians 
incorporated these new ways to convey messages to the population, other elites, and the press, 
and to influence the views of their constituencies, recruit volunteers and donors, and mobilize 
voters (Davis and Owen, 1998; Owen, 2017a). 
The political role of social networks such as Facebook, Twitter and YouTube in the United 
States was consolidated during the 2008 presidential elections. Democratic candidate Barack 
Obama's social media strategy revolutionized campaigns, altering the structure of the political 
organization. The campaign exploited the potential of social media for networking, 
collaboration, and community development. The Obama campaign adopted social movement 
characteristics with a strong component of grassroots digital mobilization (Bimber, 2014) and 
used them to make personalized appeals to voters, based on data analysis and messages 
tailored to specific sectors. Voters created and amplified messages about the candidates without 
going through either the campaign organization itself or the political parties (Stromer-Galley, 
2016). 
A common mistake of politicians is to use social media at election time and then forget 
about it and lose the possibility of communicating with citizens. Following the Obama 
phenomenon, the political role of social media in governmental campaigns and political 
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reach and relevance. Today politicians around the world share not only political proposals, but 
also private elements such as family photos, hobbies or personal opinions, trying to generate a 
closer impression with voters. The political campaign can be characterized as "permanent". The 
Internet has produced an absolute revolution in political campaigns since it has become a way 
to increase the popularity of options or political actors without the need to invest in traditional 
media such as television, the press or radio. 
Political polarization has rendered evaluation and rational commitments obsolete. The 
spread of disinformation hampers responsible decision-making coupled with the increasing use 
of political leaders by negatively influencing the power of social media. The digital revolution 
has developed more rapidly and has had broader, deeper and more transformative political and 
information consequences than any previous recorded transition in communication 
technologies, including the advent of television. 
Despite the development of digital media that would enable aspirations for direct 
democracy, practice has shown that they reinforce inequalities or that they are a breeding 
ground for the circulation of false information. 
 
 
8. Abstention from Citizen Participation 
According to Carpentier (2016), the process of political participation can be minimalist or 
maximalist. The first is characterized by representation and participation in the selection of elite 
through elections that form the expression of a homogeneous popular will, and the second 
expresses democracy as a more balanced combination of representation and participation, and 
where it is about maximize representation. Politics is seen as part of the social, which allows a 
broad application of participation in many sectors of society, both more at micro than macro 
levels, in relation to social diversity. From the prism of democracy theory, participation can be 
examined from the dynamics of power and agency. 
In the Communication for Development, Servaes (1999, p.198) writes that participation 
"deals directly with power and its distribution in society. It affects the heart of power relations". 
Shirley A. White (1994, p.17) also highlights this central link between power and participation, 
when she states that "power and control seem to be fundamental sub-concepts that help to 
understand the diversity of expectations and anticipation of the outcome of the participation of 
people”. For Melucci (1985) community participation is the integration and communion of 
individuals in daily, community, cultural and local life that manages to transcend the scope of 
traditional politics. In the construction of collective actions that seek social transformation 
Rebollo and Martí (2002) emphasize that participation is an instrument to achieve something, 
but that it must be understood as a right Participation can be understood as all those processes 
in which citizens feel involved to promote their permanent actions changes or transformations. 
Carpentier (2016) highlights that there are two main approaches to participation: a 
sociological approach and a political approach. The sociological approach defines participation 
as part of a particular social process, and the idea of participation includes many (if not all) types 
of human interaction, combined with interactions with texts and technologies. Power is not 
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example of how participation is defined in this approach is Melucci's definition when he states 
that participation has a double meaning: "it means participating, that is, acting to promote the 
interests and needs of an actor, as well as belonging to a system, identify with the general interests 
of the community” (Melucci, 1989, p.174). 
Carpentier (2016) highlights, that the political approach produces a more restrictive 
definition of participation, referring to the equality of power inequalities in decision-making 
processes. There, participation is then defined as the equalization of power relations between 
privileged and non-privileged actors in formal or informal decision-making processes. Parteman 
defines partial participation as "a process in which two or more parties influence each other in 
decision-making, but the final power to decide rests with only one of the parties" (1970, p.70), 
while the Full participation is considered "a process where each individual member of a body 
where decisions are made has equal power to determine the outcome of decisions" (1970, p.71), 
taken from Carpentier (2016, p.73). 
However, there is also a cultural dimension to participation. Dueñas Salmán and García 
López (2012) emphasize the cultural concept of participation and define it as a process “that 
includes the possibility of doing, when taking part in something, in order to provoke a reaction, 
participating must then be understood as a cause and as a consequence” (Dueñas Salmán and 
García López, 2012, p.2). The authors clarify that motivating also has a dose of manipulation, so 
the phenomenon of motivation is not innocent, like any communicational message. The idea of 
participation as the manipulation of the will to be part of a transformative process, the authors 
warn, should not necessarily be viewed negatively. 
Citizen expression is valuable in democratic interplay. In opaque democracy, inequality of 
power is wide. However, citizens have two types of discourse against power in Scott's (1980) 
terms: public discourse and hidden discourse. In the thesis put forth by Gloria Trosello (2008) in 
her book The Manufacture of Servant Citizens: Political Culture and Neopatrimonial Regimes, the 
author has asked herself what kind of culture (personalistic political culture) has occurred in a 
province where the government remains for long periods making each citizen depend on the 
state for the development of populist public policies. In other words, it is asked who 
appropriates the state in a context where the government remains for a long period and whose 
rulers are characterized as the modern patrimonial lords. 
Faced with the appropriation of the state by personalist politicians, citizens have at least 
two types of discourse against power in Scott's (1990) terms: public discourse and hidden 
discourse. Subordinates in democracy and with unequal power will not dare to openly reject the 
conditions of their subordination, but it is very likely that they can create a social space in which 
they express their marginal dissent to the official discourse of power relations. As Scott (1990) 
has shown, even servant citizens can resist. For this, it is necessary to denature this situation of 
submission and become aware of that situation, a fact that is expressed in citizen mobilization. 
The subordinates adopt a strategic attitude in the presence of the powerful since each 
group produces, from their suffering, a hidden discourse that represents a critique of power 
behind the dominator's back (Scott, 1990). However, citizen participation is closely linked to 
citizen power and where there is power, there is also resistance to that power. Faced with the 
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Carpentier (2016b), and have a proposed the idea of mobilization as a prior instance of this 
complex process (Quiroga, 2020). 
 




With the increasing mobilization of citizens in public affairs, the voices of dissent can 
transmit and channel their outrage, first using rhetorical or hidden strategies of rejection of the 
current order and second, having a participation and an attitude of permanent denunciation of 
the abuses that it suffers and finally the participation in the electoral acts where representatives 




                                                 Source: El Chorrillero 
 
Figure 1. 
Villa Mercedes: inscriptos de viviendas se presentaron al acto por el Día de la 
Independencia. (Translation of author “Villa Mercedes: home registrants showed up for the act 
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It is precisely in democracy, when knowledge and wisdom are built collectively, they are 
elaborated in the plural, respecting the positions of those who think differently. Aristotle already 
affirmed that "a citizen is one who knows how to govern and be governed". On the other hand, 
"there is no democracy without citizens, a condition that is not achieved only by claiming the 
individual right to see our private needs satisfied, but, above all, through the obligation to assume 
that we are talking about collective projects and public needs" (Brugué Torruella, 2019, p.12). 
In San Luis, these voices of dissent, long isolated on the margins, today constitute a 
growing and beneficial presence and an existential threat to the traditional consensus of the 
current regime, formerly legitimized by industrial promotion and public works and now by plans 
of social aid. Citizen participation not favored by current norms, could generate the appearance 
of opposing voices of citizens, could imply a progressive transformation on how to make politics 
and manage state resources, while it could modify institutional commitments and generate 
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